The tourism industry has become one of the important economic sectors in Indonesia.
Introduction
The tourism industry can be defined as a set of business fields that produce various types of products and services needed by those who travel. The tourism industry itself has become one of the important economic sectors in Indonesia. The official website of the Ministry of Tourism (www.kemenpar.go.id) mentions that, in recent years, Indonesia's tourism industry has always ranked fourth or fifth as the country's foreign exchange earner. The website www.indonesia-investments.com indicates that, up to ICOI-2018 Seeing the great opportunities provided by the tourism industry, the Government of Indonesia plans to optimize the role of the tourism industry in improving the Indonesian economy. The Government of Indonesia targets that, by 2019, the number of visitors will be increased to 20,000,000 visits by foreign tourists (tourists) and 275,000,000 tourists visiting the archipelago (www.kemenpar.go.id). In order to achieve these targets, the government has increased its online promotional campaign (e-marketing) by following the trend of digital marketing (www.lombokinsider.com). The government is working with the TripAdvisor website to increase awareness of all tourists around the world about Indonesia's tourism (www.lombokinsider.com).
The interesting issue here is the discovery of fake reviews on the TripAdvisor website. This is known from the UK Advertising Standards Authority's (ASA) instruction to TripAdvisor to remove the "trust" claims on its website, as a result of several hotels complaining of fraudulent reviews (BBC, 2012) . Even a report from Travolution revealed that hoteliers are often contacted by dubious organizations offering services to write positive reviews of their hotels on UGC websites like TripAdvisor for a monthly fee (Ayeh et al., 2013) . It was feared that these issues could be a trigger of users' hesitation about the TripAdvisor website and questioning "trustworthiness" on UGC websites such as TripAdvisor, including the tourist attractions promoted on the website. As such, it is important for companies to pay particular attention to the "trusts", because it is a very important factor in e-commerce activities (Agag, 2016) .
Based on the above explanations, this study aims to find the antecedents and the consequences of Website Trust on UGC (User Generated Content) TripAdvisor site.
Variables in the research were chosen in relation to the many fraudulent phenomena that degrade consumer trust against UGC sites such as TripAdvisor.
User generated content (UGC)/Consumer generated content (CGM)/User created content (UCC)
UGC refers to types of dynamic media content available to the public and produced by the Internet and can be easily accessed by other Internet users (Dellarocas, 2003) . The statistical data of Complete, Inc. show that nearly half of the information used to make trip planning and travel purchases use UGC sites. Moreover, almost a third of users claim that they find useful information and recommendations for their traveling from that site (Gretzel et al., 2007) . Most UGC site users perceive that reviews about tourism products are more up-to-date, fun and trustworthy compared with information from travel service providers (Gretzel et al., 2008 ). Morgan and Hunt (1995) 
Website trust

Antecedents of trust
Propensity to Trust is defined as the tendency of one's trait to trust others in general 
H2: Website Reputation positively affects Website Trust.
Perceived Ease of Use is defined as the perception of a person that using a system does not require much effort (Davis, 1989 Based on the description above, this research proposes the hypothesis as follows:
H3: Perceived Ease of Use positively affects Website Trust.
Perceived usefulness is defined as the perception of a person that, in using a particular system, it will improve the performance of his work (Davis, 1989 ). In the context of 
Consequences of trust
Recommendation Adoption is a process in which a person is intentionally involved in using information (Sussman and Siegal, 2003; Cheung et al., 2008 ). Senecal and Nantel (2004) note that product recommendations from other users are even more important to buyers for intangible product such as tourism, hotels and restaurants.
According to Pan et al. (2007), recommendations from other users who have previous ICOI-2018 experience with tourism products are not only the most preferred information sources, but also the most influential ones for travel decision-making. According to Filieri (2015) , in the context of CGM, a trustworthy website has capability of monitoring the truth of the reviews submitted by its users in the best interests of the user, thereby reducing the risk associated with fraudulent content. Therefore, when the user (CGM) believes that the information provided is trustworthy, the user's likelihood will likely adopt the advice given. This is in accordance with previous research findings conducted by Kim that, if a user trusts the CGM or WOM website from another party, they will then be more willing to talk to their friends and acquaintances about the website and the experience they get by using it. Due to reading through other user reviews, users can feel as if they have experienced the accommodation, restaurants or visiting tourist attractions featured on the website. Users who believe in a CGM site will feel that the information they received is true and reliable. This further encourages users to share with others that the CGM site can be used in connection with information retrieval.
The more users who trust the CGM website, the more likely people tell to their friends and acquaintances the information from the website. Based on the above description, this research proposes the hypothesis as follows:
H7: Website Trust positively affects word-of-mouth (WOM).
Research Methods
Participants, procedures and measurements
This research used quantitative research approach with survey method. Data collection was done through the spread of online questionnaires given to those who ever use the TripAdvisor website. This study conducted a back translation of the measurements of the variables adopted from previous studies and made a questionnaire in the Indonesian language because the respondents used were Indonesians. Sampling was done by 
Results and Discussion
Demographic data and validity testing reliability measure tool
Respondents used in this study amounted to 200 people. Samples were identified by respondents who had seen reviews online about a tourist spot on social media or the Internet and had used the TripAdvisor website. The majority of respondents were female (118 people, 59%), The majority of respondents ages were 15-23 years old (72%) and had senior high school level of last education (47%) or as a student (65%).
CFA test results on all variables in this research showed that all indicators of these variables had factor loading value ≥ 0.5. This shows that the indicators on these variables can explain these variables well, so it can be said that these variables were valid and can be used for further analysis. Only five indicators of website quality were valid and only three indicators of recommendation adoption were valid.
The reliability test results indicated propensity to trust (0.932), website reputation (0.871), perceived ease of use (0.877), perceived usefulness (0.927), website quality (0.914), website trust (0.871), recommendation adoption (0.873) and word-of-mouth (0.942). From the data, it can be seen that the values of construct reliability of all variables are ≥ 0.70. That is, these variables are reliable and can be used for research.
Hypotheses Testing
The results show that perceived ease of use and perceived usefulness have no signif- is more appropriate to be a consequence of trust, rather than as an antecedent of user trust in e-commerce companies. Where a trust-based transaction relationship can provide assurance to the consumer that the e-commerce company will behave well, and the results of the transaction will be fair and profitable, so as to increase the benefits in transacting with e-commerce companies (Gefen et al., 2003) .
The results show that propensity to trust has CR 2.294 ≥1,96 with P 0.022 ≤ 0,05,
indicating that propensity to trust has positive and significant effect on website trust (H1 supported). This is because someone with high propensity to trust tends to have a positive view on something and has a lower risk perception. This encourages someone to believe in something.
Testing influence of website reputation to website trust indicates that there is influence of website reputation to website trust. This is indicated by CR values of 2.762 ≥1.96 and P 0.006 ≤ 0.05 (H2 is supported). A reputable company can signal to its users that the company is honest and never engages in deceptive behavior. This can influence consumers' perceptions of the company, which will impact on consumers' willingness to believe in the site.
The test of H5 indicates that website quality has a positive effect on the website trust (H5 is supported). This is shown with CR value 4.267 ≥1.96 and P 0.000 ≤ 0.05.
The quality of a website can influence one's view (Ahn et al., 2007) . Websites with good quality will be able to provide quality information, systems and good service as well. The third aspect will affect the willingness of consumers to believe in a website.
Therefore, the features contained on the TripAdvisor site must be able to meet the needs of users and reflect the benefits of the TripAdvisor website compared to other websites in order for users to believe in the TripAdvisor site. DOI Testing H6 also shows that website trust has a positive and significant effect on recommendation adoption with CR values 7.588 ≥1.96 and P 0.000 ≤ 0.05 (H6 is supported). If the TripAdvisor site can fulfill its responsibility to provide honest and reliable information, users will feel that the TripAdvisor site is trustworthy and has integrity.
Based on that, users who believe the TripAdvisor site will want to engage with the TripAdvisor site. In this case, the user will be willing to adopt the recommendations on the TripAdvisor website.
The hypothesis testing the influence of website trust on word-of-mouth shows CR value 7.589 ≥1.96 and P 0.000 ≤ 0.05. This means that website trust has a positive and significant effect on word-of-mouth (H7 is supported). If the user trusts the Tri-pAdvisor site and all of the information, the user will be willing to tell their friends and acquaintances about the information they get from the TripAdvisor site as well as the experience they have gained by using the site.
Discussion and Conclusion
From the results of this study, we know the factors that affect consumer trust on a site.
Furthermore, we know the impacts from consumer trust. From the data processing above, it is known that perceived ease of use and perceived usefulness variables do not have a positive and significant effect on website trust. And it can be seen also that website quality becomes the most significant factor among others which can influence consumer trust in a site. Therefore, marketers can understand how a website is qualified and optimize the quality of a given site.
Implications, Limitations of Research, and Suggestions for Further Research
Moreover, the results also show that users who believe in a site will be willing to adopt recommendations and disseminate positive information about the site. Both of these two things can benefit marketers. When a user already believes in the site and information provided, the user will be willing to adopt the recommendations on site in order to get a better trip. Users who have already adopted and are satisfied with the site will want to use the site and adopt recommendations in the future. Furthermore, when a site gains the trust of its users, they will want to spread positive information about the site. Companies who use that site will gain some benefits, such as the increasing popularity of the site among the users. In this way, marketers will be able ICOI-2018 to save significant money on advertising. In this case, their consumers will informally publish the site in their social environment, and the site name will spread rapidly among Internet users. Furthermore, marketers will be able to expand the market share it serves.
This research is also expected to provide benefits for new start-up companies to be more familiar with the needs of consumers on the Internet-related websites and to get examples and benefits from the TripAdvisor website, which is one of the 'teacher' websites.
Research Limitations and Future Research
This research does not escape shortcomings, so it cannot be said to be perfect. This study is limited to UGC TripAdvisor site as a research object, while there are other UGC sites that can be investigated further. So, for the future, authors are recommended to observe the website trust on other sites or compare the trust of users among some of these sites. Furthermore, the selection of respondents in this study is only based on those who have used the TripAdvisor site. It is expected that, in subsequent research, the selected respondents can be more specific, both from previous use of the site, age and other groupings in order to better understand the character of each group on UGC sites.
